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During the last twenty years, the city newspaper media in china has been 
in rapid development. Especially after 1992 when socialist marketing 
economy has been regarded as a basic national policy, as a kind of newspaper 
which operates in high efficiency in marketing condition, and has an more 
impact on common people, the city newspaper media broke through 
nonstandard competition and eliminated through selection or contest, now is 
coming into building up brand-making phase.  
 This dissertation tries to discuss different brand tactic programming 
based on product lifecycle theory. There are five parts. The first includes 
principally the background of the city newspaper media naissance and current 
situation. It starts with the newspaper economy, then going along with the 
advancing track, this paper concludes that the city newspaper media must 
carry out well-known trademark. The second is how to identify the newspaper 
brand and introduce the overseas successful methods.  And what’s more, the 
city newspaper media is provided with the power of capital and experience to 
enter the period of brand making. The third and forth parts are main bodies of 
whole dissertation. The third present the different strategies in the way of 
different moments respectively. In the fourth part, the Beijing Youth Daily is a 
case in point and more, and the other city newspaper would use for reference 
based on the case of the Beijing Youth Daily. The fifth part is the tag. 
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第一章  都市类报纸的现状和发展 





以 1978 年为起点，报纸数量是 186 家，到 1998 年为 2053 家，20 年














                                                        


































的第 56 届世界报业大会的报告，中国已经成为世界上 大的报纸消费国，
2003 年日平均发行量达到 8200 万份。仅次于中国的是日本，日平均发行
量 7080 万份；印度 5784 万份和美国 5518 万份。② 
                                                        
① 金碚：《报业经济学》， 经济管理出版社，2002 年 4 月， 第 2 页。 
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第二节  国内报业的竞争环境 
伴随着社会主义市场经济体制建设的全面推进，我国的传媒竞争，
尤其是报业竞争，从 20 世纪 90 年代以来日趋激烈。所谓 “报业大战”、
“新闻大战”、“采访大战”、“发行大战”、“扩版大战”、“周末版大战”、
“广告战”、“价格战”等现象，已成为报业竞争的家常便饭。 
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在发行大战和新闻大战如火如荼的 20 世纪 90 年代末，在成都、南宁、
西安、武汉和南京，相继爆发了残酷的价格大战。其中，又以南京报业的
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1999 年 10 月 12 日，新华社江苏分社主办的《现代经济报》改版并
易名为《现代快报》，四开 16 版，酬宾价为 0.1 元。“一毛钱”的报纸使
南京报业发生了一场“地震”。面市第一天，报纸的日发行量是平常的 3
倍，到 12 月初，《现代快报》日发行量已达到近 30 万份，成为南京早报
市场的新霸主。 到 12 月份，南京各报纷纷改版、降价，调动各种策略推
销报纸。12 月 4 日，《金陵晚报》刊出消息，“订一年报纸（144 元），返
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年报等。  
一、产生背景 








    这一年不仅是中国经济发展的分水岭，同时也为报业的发展提供了强
大的精神动力和发展机遇。在经济持续高速发展，舆论环境日益宽松的影
响下，大量的报刊应运而生。1993 年，全国共有各类报纸 1788 家，每期
印数达 18478 万份。 
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